




















































































































































































＊資料9（118 F.T.C. 56, at 59, 証拠資料A）


































































































＊資料10（118 F.T.C.150, at 152, 162. 証拠資料 G, front）
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＊資料11（118 F.T.C. 150, at 164, 証拠資料H）
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＊資料12（118 F.T.C. 150, at 155, 証拠資料A）
＊資料13（118 F.T.C. 150, at 158, 証拠資料D）















162, 証拠資料G, 資料10参照）（118 F.T.C.150,




あるが（Chinet disposable tableware is capa-




































て，次のような説明を付けている（F T C ,
























































①被審人Amoco Chemical Company および













「リサイクル可能」（118 F.T.C. 194, at 197,
証拠資料Ａ, 資料15）







＊資料17（パッケージ前面の表示，証拠資料Ｃ，118 F.T.C. 194, at 200）


































































System，America’s Favorite Chicken Company，







































（there are virtually no collection facilities）
か，あるいは，極めて少数の施設しか存在しな







8つの審決のうち，White Castle System, Mr.
Coffee, America’s Favorite Chicken Company,






























































































































































































































FTC, Guides for the Use of Environmental Marketing
Claims, 16 C.F.R.§260（2002）,（1992，revised
1996, and 1998）, 57 FR 36363, Aug. 13, 1992；
61 FR 53311, Oct. 11, 1996； 63 FR 24240, May 1,
1998, available at  http://www.ftc.gov/bcp/
grnrule/guides980427.htm
White Castle System Inc., 117 F.T.C. 1（1994）
Mr.Coffee,Inc., 117 F.T.C.156（1994）
America’s Favorite Chicken Company, 118 F.T.C.1
（1994）
Oak Hill Industries Corp., 118 F.T.C.44（1994）
LePage’s, Inc., et al., 118 F.T.C.31（1994）
AJM Packaging Corporation, et al., 118 F.Ｔ.Ｃ.56
（1994）
Keyes Fibre Company, 118 F.T.C. 150（1994）
Amoco Chemical Company, et al., 118 F.T.C.194
（1994）
参考文献
FTC（Federal Trade Commission）, 1998, “Eco-
Speak: A User’s Guide to the Language of
Recycling,” available at http://www.ftc.gov/bcp/
conline/pubs/alerts/ecoalrt.htm
─ ,1999, “Sorting Out Green Advertising
Claims,” available at http://www.ftc.gov/bcp/
conline/pubs/general/sortgrn.htm
─, 1999, “Environmental Marketing Claims,”
available at http://www.ftc.gov/bcp/conline/
pubs/buspubs/epaclaims.htm
─, The FTC’s Environmental Cases, at
http://www.ftc.gov/bcp/grnrule/environ-cases.htm
FTC’s Staff, 2000, “Complying with the Environmental
Marketing Guides,” available at http://www.ftc.
gov/bcp/conline/pubs/buspubs/greenguides.htm
FTC and Postal Service, 1998, “Making Environmental
Marketing Claims on Mail,” available at http://
www.ftc.gov/bcp/conline/pubs/buspubs/epamail.htm
Grodsky,Ｊ.A.,1993, “Certified Green: The Law and
Future of Environmental Labeling,” 10 Yale
Journal on Regulation 147, Winter.
ISO（International Organization for Standardization）,
1999, ISO14021, Environmental Labels and
Declarations: Self-Declared Environmental Claims.
Consumers International, 1999, Green Claims:
Environmental Claims on Products and Packaging
in the Shops, An International Study, available at
http://www.consumersinternational.org
The European Commission, 1999, Outline of a














































Federal Trade Commission’s Regulations on Environmental Claims and
Cases Where a Product was Represented as Recyclable（２）
TAKEHAMA  Asami＊
Abstract: This paper analyzes the Federal Trade Commission’s Guides on environmental claims
and cases. Our examination focuses on the FTC’s environmental cases where a product or pack-
age was represented as recyclable. In these cases, the FTC made complaints that the represen-
tations of recyclability were false and misleading.
In 1992, the FTC issued the Guides for the Use of Environmental Marketing Claims to 
prevent the false or misleading use of environmental terms in advertising and marketing. The
guides indicate how the FTC will apply Section 5 of the FTC Act, which prohibits unfair or
deceptive acts or practices, to environmental marketing claims. The FTC has issued decisions
and orders in 37 cases in accordance with the guides.
Through analyzing the FTC’s guides and the cases regarding claims of recyclability, we aim to
confirm the legal criteria of deception in environmental advertising when the FTC enforces laws.
We confirmed as follows:
First, the FTC considers that recycling programs or collection facilities for a product or 
packaging are essential for recyclable claims. When a product is labeled with unqualified claims
of being “recyclable,” collection facilities for the product should be available to the substantial
majority of consumers or communities. The FTC requires that claims of recyclability should be
adequately qualified if the availability of recycling programs is limited.
The FTC made the following complaints:
Through the use of the statements and depictions in the promotional materials, respondent
represented, directly or implication, that the product was recyclable. In truth and in fact, the
product was capable of being recycled, but the vast majority of consumers could not recycle the
product because there were virtually no collection facilities that accepted the type of product for
recycling. Therefore, the representation of recyclability was false and misleading.
Secondly, the FTC requires substantiation of what an environmental symbol means. The
three-chasing-arrows symbol without any qualifying text should be interpreted as meaning that
the product is both “recyclable” and is made entirely from recycled materials.
Keywords: Federal Trade Commission, The Guides for the Use of Environmental Marketing
Claims, advertising substantiation, deceptive advertising, environmental claims,
recyclable, recycled content, three-chasing-arrows symbol, ISO14021
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